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This was a study which investigated the evaluation process of consumer on 
brand extension. 'We found that consumers based on product features coherence and 
concept coherence to evaluate brand extensions. Two brand names IBM and Perrier 
were used in the first part on product feature coherence. The findings indicated that 
how favorable a product extension was perceived by respondents when product 
feature coherence between the original brand and the extension increases is 
dependent on the nature of the product. 
It was not always true that a prestigious brand is more extendible than a 
functional brand even though the concept behind them was dissimilar. Our studies 
used Rolls-Royce and Toyota to construct extensions and we found that Toyota yacht 
was more extendible than Rolls Royce computer. Thus, the success of brand 
extension from a prestige brand to a functional brand and vice versa depends on the 
particular extension. ^ 
Finally, the brand extensions from a service brand to a concrete product were 
studied. This was just a matter of product concept coherence. We discovered that 
if the concept of the product fitted with the concept of the service, then the extension 
was favorable. Thus, it was more suitable for National Mutual to produce sun-glasses 
and fire-alarm system than to produce calculators. 
The result of our study was subjected to a number of limitations such as small 
sample size and limited number of brand extensions involved. However, it still 
provided some insight that the impact of a prestigious brand should not be over-
emphasized and that concept coherence was very important in evaluating brand 
extension. 
• • • 
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In the 1980s, the number of new projects introduced has dramatically 
(leclined[Tauber 1981]. Of the 93 successes during the 1970s，two thirds were line 
extensions introduced in categories that the parent company already dominated. 
There is little relationship between a company's new product success rate and their 
profitability[Tauber 1981]. So it has become wiser to grab somebody else's 
established brands and extend the lines than spend $80 million or more trying to get 
a new name into the mix [Tauber 1988: 
In fact, consumers know brands, they do not know plant, equipment, 
technology, or the work force. Consumers can only judge on the brand name before 
they really have a trial on the new product. Thus, the factor influencing whether a 
new product or service is successful or not is the original brand name[Tauber 1988 . 
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In general, there are altogether 4 major opportunities for individual firms to 
extend their core business[Tauber. 1981]: 
a. market expansion through new distribution channels 
b. acquisition and merger 
c. line extension and flanker brands (see fig.l) 
d. franchise extensions/brand extension (see fig.l) 
Product category 
Brand Name New Ex i s t i n g 
New New product F lanker 
Brand 
E x i s t i n g Franch ise L ine 
Extens ion Extens ion 
Figure 1 Opportunities from company viewpoint 
The trend of introducing new products as extensions has become prevalent. 
From 1977 to 1984，approximately 40% of the 120 to 175 new products that were 
introduced into supermarkets are brand extensions[Neilson 1985]. In 1986，more 
than $15 billion in retail sales and more than 34% of apparel and accessory sales 
comprised products that were licences or trademarks of brand names [Kesler 1987 
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2. Definition of Brand Extension 
m 
Brand extension is defined as using a developed brand in one category to 
introduce products in a different category ( a new market segment) [Tauber 1988'. 
It was predicted that "when the marketing history of the decade is written the single 
most important trend will have to be brand extension"[Ries and Trout 1981" 
3. Why Brand Extension is Used ？ 
The reasons why brand extension is used may be summarized as follows: 
a. The cost of introducing a new name in some consumer markets can range 
from $50 million to well over $100 million. And even such spending levels do 
not guarantee success [Aaker 1990]; 
b. Brand proliferation made the firm difficult to obtain distribution[Sullivan 
1990]; 
c. The high volume of television advertising has reduced the impact of individual 
advertisements[Sullivan 1990]; and 
/ 
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d. Consumers are now less responsive to advertising[Sullivan 1990]; 
Thus, using brand extension to enter a market is less expensive than starting 
a new brand [Aaker and Keller 1990] [Sullivan 1990；. 
4. Advantages of Brand Extension 
As brand extension are widely used by companies, a lot of advantages of using 
brand extension have been identified by some researchers: 
a. Extension capitalizes on the company's most valuable asset - its brand name 
(which acquire immediate consumer awareness and good impressions) [Tauber 
1988]; 
b. The investment outlays typically necessary to establish a new brand is 
minimal. This included promotional cost and cost of finding a distribution 
network. [Tauber 1988] [Aaker and Keller 1990]; 
c. It facilitates entering new markets by providing consumers the familiarity of 
and knowledge about an established brand[Aaker and Keller 1990]; 
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d. It reduces the risk of introducing a new product by using the leverage of a 
strong brand [Aaker and Keller 1990]; 
e. Brand association arising from the mutual contribution that the brand name 
makes to the extension and vice versa. A strong association can help to 
communicate as well as position a brand [Aaker 1990]; 
f. Because of quality association, established brand name is a good way to 
achieve a perception of high quality on the extended product since the 
perceived quality of the brand in its original context was a significant 
predictor of how the extension would be evaluated as long as there was a fit 
between the two product classes[Aaker 1990]; 
g. The use of a recognized brand name on a new product provides name 
recognition and reduces the amount of communication task required [Aaker 
1990]; and 
h. Trial purchase is encouraged. Since a brand name is attached to a new 
product, this reduces the risk for a prospective buyer, so an established name 
greatly enhances initial reaction, interest, and willingness to consider or try the 
product[Aaker 1990:. 
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5. The Bad Side of Brand Extension 
Brand extensions are not without fault, some of them are: 
a. The merits of a brand name will not be transferred automatically to the new 
product especially when the brand-to-product associations are complex [Aaker 
and Keller 1990]; 
b. Subsequent unfavourable feedback from the new product will hurt the old 
ones [Sullivan 1990]; 
c. There is a risk that a brand extension could stimulate negative associations. 
Thus existing associations are weakened. These associations may be expensive 
or even impossible to change. Substantial time and resources are lost and 
other market opportunities may be missed. Thus, it puts a key asset of the 
firm, the brand name, at risk [Aaker and Keller 1990]; 
d. A designer name does not guarantee success when it does not add value to 
the product. Thus, when a brand name is added simply to provide 
recognition, credibility, and a quality association, there is often a substantial 
risk that, even if a brand extension is initially successfully, it may be 
vulnerable to competition [Aaker and Keller 1990]; 
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e. Uncontrolled brand extensions may lead to confused positioiiing[Aaker 1990]; 
f. Undesirable associations may be created. An extension will usually create 
brand associations, some of which can damage the original brand. For 
example, Carnation pet food hurt its human food items. However, the 
transfer of undesirable attributes to the original brand name is less likely if 
the original brand associations are very strong, if there is a distinct difference 
between the original brand and the extension and if the difference is not so 
extreme as to be incongmous[Aaker 1990]; 
• 
g. Quality image of the parent brand may be affected. Sometimes an widely 
advertised extension damages the quality image of the parent brand 
name[Aaker 1990]; and 
h. The most serious disadvantage is that the opportunities arising from the 
creation of a new brand name is foregone [Aaker and Keller 1990]. 
6. Some Definitions 
There is a "fit" in a brand extension when the consumer accepts the new 
product as logical and would expect it from the brand [Tauber 1988]. There are 3 
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types of fits: complement, substitute and transfer[Aaker and Keller 1990:. 
The first two take a demand-side perspective to consider the economic notions 
of substitutes and complements in product use. The third type takes a supply side 
view to consider the aspects of the firm's manufacturing abilities. Complement 
indicates the extent to which consumers view two products classes as complements. 
Substitute is the extent to which consumers view two products classes as substitute 
and transfer describes how consumer views relationship in product manufacturing, 
that is, it reflects the perceived ability of any firm operating in the first product class 
to make a product in the second class. 
Leverage is when the consumer, by simply knowing the brand, can think of 
important ways that they perceive the new brand extension would be better than 
competing products in the category [Tauber 1988]. 
There are seven types of leverage a company should consider when seeking 
to extend its brands [Tauber 1988][Aaker 1990]: 
a. Same products in a different form - Cranberry Juice Cocktail or Dole frozen 
fruit bars. 
b. Distinctive taste/ingredient/component in the new item - Philadelphia cream 
cheese salad dressing, Arm & Hammer carpet deodorizer. 
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c. Companion products - Mr. Coffee coffee, Colgate toothbrushes. 
d. Same customer franchise - Visa traveller's checks, Gerber babv clothes. 
e. Expertise - Honda lawn mowers (experience in small motors), Bic 
razors(experience in making inexpensive disposable plastic items). 
f. Benefit/attribute/feature owned - Ivory "mild" shampoo, Sunkist vitamin C 
tablets. 
g. Designer image/status - Pierre Cardin wallets, Benihana frozen entrees. 
7. How Consumers Evaluate Brand Extensions 
The studies by Aaker[1990] showed the following hypotheses for brand 
extension. 
a) High quality perception toward the original brand are associated with more 
favourable attributes toward the extension. 
b) The transfer of a brand's perceived quality is enhanced when the two product 
classes in some way fits each other. When the fit is weak, the transfer is 
inhibited. 
A 
c) The degree of perceived fitness between the two involved product classes has 
a direct positive association with the attitude toward the extension. 
I 
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d) The more difficult it is perceived of making the product class of the extension, 
the more positive it is the attitude and the perceived difficulty of making the 
extension. 
Later，Park, Milberg and Lawson[1991] argued that the studies by Aaker 
[1990] ignored brand concept consistency, evaluations. Purchase intentions and sales 
of brand extensions. It only concentrated on the product feature similarity side of 
brand extensions. Thus, there are two factors which differentiates between successful 
and unsuccessful brand extensions: product feature similarity and brand concept 
consistency. They used both function-oriented (e.g. Timex watch) and prestige-
oriented brand names (e.g.Rolex). Result showed that concept consistency may have 
a greater effect on the prestige brand than on the functional brand. That is, prestige 
brand names may be more extendible to other product classes than are functional 
brand names. However, one problem with this study is that it only singled out a 
brand name with a function-oriented brand concept and a brand name with a 
prestige-oriented brand concept. Caution should be applied before generalizing 
the result. 
Having reviewed the literature concerning brand extensions. We are in a 
position to draw an overall conclusion for the topic. We may summarize our review 
in the following diagram(next page): 
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4 Complementar i ty 
Product f e a t u r e 
^ S i m i l a r i t y 
^ S u b s t i t i i t a b i l i t y 
Technology 
V 
Percep t i on o f 
O r i g i n a l — • ^ Extended Brand 
• Brand 
I i 1 I i I 
Brand Concept O v e r a l l A t t i t u d e 
^ Cons is tency Towards 
O r i g i n a l Brand 
i k 
Func t ion- P res t i ge-
— ^ “ o r i e n t e d Brand o r i e n t e d Brand 
F i g . 2 Our model of brand ex tens ions 
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In evaluating brand extension，product feature similarity and brand concept 
consistency play an important role. Product feature similarity means the degree of 
fitness between the original brand and the extended brand. There are 3 types of 
"fits": complementarity, substitutability and transferability of skills and assets. On the 
other hand, the concept behind the brand also affect the perception of the extended 
brand. A brand may be classified as a function-oriented brand or a prestige-oriented 
brand. The most favourable reactions occur when brand extensions are made with 
high brand concept consistency and high product feature similarity. However, the 
impact of a functional brand and prestige brand are not the same. When a brand's 
concept is consistent with those of its extension products, the prestige brand have 
greater extendibility to products with low feature similarity than the functional brand. 
The importance of attitude towards the original brand should not be 
underestimated. The more favourable the attitude towards the original brand is(e.g. 
quality), the more favourable the extension will be. Thus, product feature similarity, 
brand concept consistency and overall attitudes towards the original brand all 
influence our perception of the extended brand. 
From the diagram, we deliberately place technology on the left hand side and 
has two arrows pointing away from it to the box containing "product feature 
similarity" and to "function-oriented brand". In fact, technology is the same as 
transferability of assets and skills as mentioned in Aaker and Keller and it affects the 
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performance of a function-oriented brand. 
Since the concept behind the brand is an important ingredient in determining 
the success of a brand extension, we would like to use two more brands Rolls-Royce 
and Toyota to continue the study given by Park, Milberg and Lawson. We also want 
to study the process of extending a service brand name to produce concrete products 
which is just a matter of concept consistency. Our research objective will be 
discussed in the next chapter. 
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CHAPTER 2 
RESEARCH OBJECTIVES 
In this study, we are going to evaluate how consumer evaluate brand 
extensions. We are particularly interested in asking 3 questions: 
1. Brand features coherence: Do these features affect the success of an 
extension? If more features are being associated to the extension, is it 
positive to the extension or negative to the extension? 
2. The difference in practicality-oriented and prestige-oriented brand in the 
extension : Previous studies [Whan, Milberg and Lawson 1990] showed that 
prestige-oriented brands can be extendible successfully to both prestigious 
brands and functional brands but for functional brands, it is more effectively 
to be extended to only functional brands. However, the studies used only two 
brands: Rolex and Timex. We will continue the study to generalize the 
result. 
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3. Consumers perception of the extension of a services provider using its brand 
names, to produce concrete-products will also be studied. It seems that none 
of the past studies had looked into the problem. 
For a brand, there must be some features or attributes attached to it. For 
example, when we think of an IBM computer, we may think of high technology, high 
quality, good services, innovation，reliable components and powerful hardware. Such 
features, if they can be transferred to the extended products, may enhance the 
impression of the extension on the part of the customers. However, it is not 
‘necessarily true that these features are totally favourable to the extension. For 
instant, Perrier, a famous brand name in mineral water, is perceived as healthy, 
fresh and is really watery. If it is extended to produce skin lotion, some students 
thought that the lotion may be too watery. 
On the other hand, if the consumers are impressed or satisfied with the 
original brand, then it may be favourable to the extension. On the contrary, if the 
consumers formed negative impression on the original brand, then it is harmful to 
the extension. Therefore, we state our first hypothesis as follows: 
Hi: Higher features coherence between the two brands implies that it is 
favourable to the extension. 
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We identified features of the original brands used in this study by asking a 
group of MBA students. For IBM computers, we found that price, technology, 
quality, services, innovation, reliability and power are related to the brand. So we 
used these features to extended the brand to IBM Car, IBM Hi-Fi and IBM 
Construction Company. For Perrier Mineral Water, we discovered that quality, price, 
naturality, health and prestige are contained in the brand. We extended the brand 
to produce Perrier Coke, Perrier Skin Lotion and Perrier Mouth-wash. 
Besides feature coherence, the concept behind the brand may affect the brand 
extension. Studies by Park, Milberg & Lawson[1991] showed that we can classify 
brand names into two groups: function-oriented and prestige-oriented brand names. 
A function-oriented brand concept is understood primarily in terms of brand-unique 
aspects that are related to product performance while a prestige-oriented brand 
concept is understood primarily in terms of consumer's expression of self concepts 
or images. It revealed that the most favourable reactions occurred when brand 
extensions were made with high brand concept consistency and high product feature 
coherence. However, if a brand concept is consistent with those of its extension, the 
prestige brand has greater extendibility than the functional brand. To generalize the 
result of Park et al，s study, we continued the study by using another two famous 
brand，Rolls Royce, a prestige-oriented brand and Toyota, a function-oriented brand. 
Since we feared that not many students understand the term "function-oriented", So 
we replaced it with "practicality-oriented". 
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Four hypothetical extensions were created: Rolls Royce Computer, Rolls 
Royce Perfume, Toyota Air-conditioner and Toyota Yacht. The first two are 
extensions from the prestige category to the practicality category and from the 
prestige category to the prestige category respectively. We chose Toyota because it 
is a famous medium to low price brand name in the auto market. It was extended 
to produce air-conditioner, practicality to practicality，and yacht, practicality to 
prestige category. So we stated our hypothesis similar to that of Park, Milberg & 
Lawson: 
H2： the extendibility of a prestige-oriented brand to a brand name that contains 
either prestigious concept or functional concept is greater than the 
extendibility of a brand name from the functional category to the prestige 
category or to the functional category. 
Extension from Services Category to Product Category 
Almost no article mentioned about extensions from providing services to 
producing products. It may be due to difficulty in the extension process. Moreover, 
service is abstract and the concept behind service is again abstract. So it is not easy 
for a service provider to produce products. 
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We chose two well-known service brand names: National Mutual and Holiday 
Inn. When people think of National Mutual, they may think of protection, life， 
safety, money and so on. If such concepts can be transferred to the extension and 
the concept behind the extension is consistent with the original brand, then the 
extension may be favourable. Therefore, we constructed 3 hypothetical extensions: 
National Mutual Fire Alarm System which contains the concepts of life, protection 
and safety, National Mutual Calculator which contains the concept of money 
(calculating money) and National Mutual Sunglasses that protects eyes. Originally, 
we would like to include National Mutual condom but we thought that it was not 
suitable to include it in our study in a conservative place like Hong Kong. As a 
result, we decided to abandon it. For Holiday Inn, it is about pleasure, relaxation, 
comfort and services. 3 extensions were made: Holiday Inn Skiing Equipment 
(pleasure & relaxation) Holiday Inn Crystal Lamps (comfortable light intensity and 
relaxed atmosphere) and Holiday Inn Alarm Clock(no concept is directly related to 
it). Since we guess that as the concept of the product and the service is consistent, 
the extension should be favourable. So we stated the hypothesis as : 
H3： If the coherence of brand concept of a service provider with the product 
concept of the extension increases then the extension is favourable. 




1. Secondary Research 
In this study, secondary research was carried out in order to get some 
insight into our research design. Moreover, it also helped us clarify and redefine 
the problem that we wanted to investigate. The main literature reviewed was past 
studies about the using of brand extension in companies' branding strategies. 
2. Why Did We Use a Survey to Collect the Primary Data? 
As said in our research objective, we would like to find out the criteria that 
consumers use to evaluate a brand extension. Actually, this problem could be 
investigated through observational studies or experimentation. However, we chose 
. to conduct a survey, the reasons are first, it is very time consuming and costly 
to conduct observational studies or experimentation; second, an observational 
study cannot be used to measure consumer brand awareness. Since we are 
interested in state-of-mind measures, it is necessary to directly question the 
consumer through the use of a survey. 
I 番 • 港 中 文 大 學 國 書 粹 瓶 書 j 
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We adopted self-administered questionnaires as the data-gathering method. 
The reason of using this method was also due to our time-constraint and budget 
constraint. Moreover, it was easier to handle a self-administered survey with our 
limited manpower. 
3. Sampling Plan 
In fact, the target population of our survey should be all consumers who 
are the users of the products under study. 
However, in our study, we only wanted to get some insight about 
consumers' evaluation on brand extensions. Moreover, since we have to use some 
marketing jargons, such as practicality-oriented products and prestige-oriented 
products, in the design of the questionnaire, the respondents of this survey were 
required to have some basic marketing concepts. In addition to our 
time-constraint, budget- constraint, and limited manpower, we decided to adopt 
a non-probability sampling method. A convenience sample was extracted from the 
population and they are actually one hundred and eighty undergraduate and 
postgraduate Business & Administration students at the Chinese University of 
Hong Kong. Thus, in the three sets of questionnaires, each set would have sixty 
respondents. 
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4. Questionnaire Design 
The questionnaire survey was divided into two stages. Firstly, a preliminary 
study was conducted. The purpose of this study was to find out the consumers' 
perceptions and associations of some original brands. Then, these perceptions and 
associations of brands were used in the design of the questions in the three sets 
of questionnaires. 
The original brands were chosen on the criteria of being relevant to the 
topics that we wanted to investigate and had not been extended previously. The 
first part of the questionnaire about product features coherence, and the third 
part about product concepts coherence were developed based on the results of the 
preliminary study using twenty-five MBA students as subjects. The results of the 
preliminary study were grouped into seven dimensions for IBM and five for 
Perrier. Also, we grouped the perceptions into four product concepts for both 
National Mutual and Holiday Inn. These four product concepts were used in part 
3 of the questionnaire. 
Then, the hypothetical extensions of the original brands were made to test 
the relevant research hypotheses. 
For each original brand, except for the products in part two, we 
constructed one hypothetical extension whose features are quite similar to the 
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original brand and another hypothetical extension whose features are quite 
different from the original brand. Then one more hypothetical extension was 
chosen arbitrarily. 
For the products in the second part, owing to the research topic's concern 
in this part, we only constructed two hypothetical products, one was 
prestige-oriented and another one was practicality-oriented. 
The hypothetical extensions for the original brands are as follows: 
Original Brands Hypothetical Extensions 
Hi : Product Features Coherence 一 
. I 
IBM hi-fi system, construction company, motor car 
Perrier coke, skin lotion, mouthwash 
H2 : Brand Concepts Coherence 
Rolls Royce computer, perfume 
Toyota air-conditioner, yacht 
H3 : Product Concepts Coherence 
National Mutual fire alarm system, calculator, sun-glasses 
Holiday Inn skiing equipment, crystal lamp, alarm-clock 
We divided these extensions into three sets and placed them in three 
questionnaires in order to minimize the carry-over effect. Therefore, each original 
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brand would only have one extension in the same questionnaire. 
For each original brand, we first measured the interviewees' perceptions 
c 
towards it. 7-point semantic differential scales were used for the first and second 
part，and 7-point likert scales were used in the third part of the questionnaire. 
Then we measured the interviewees，overall impression of the original brand. 
Knowing whether the interviewees had favourable attitude towards the original 
brand was very important since the extensions would tend to be less realistic if the 
consumers had unfavourable attitude towards the original brand. 
Then the interviewees were instructed to read the hypothetical 
advertisement at the end of the questionnaire. In order that our interviewees 
would have a feeling of reality to those hypothetical brand extensions, we had 
considered to use some visual media, e.g. video or slide, to construct some 
advertisements for those hypothetically extended products. However, it was 
impossible to use such media to generate the effect with our budget available, so 
we decided to use the black-and-white photocopied hypothetical advertisements 
since it can produce a better effect at a lower cost. 
Afterwards, the interviewees needed to rate his attitude towards the 
extended product since we wanted to find out to what extent the features/brand 
concepts/product concepts were transferred to the extended product. 
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Finally, we tried to conclude whether the extension was favourable or 
unfavourable by asking three questions. The first one was the interviewees' 
perception of whether the brand's manufacturer was capable of producing the 
extended product. A 7-point scale was used in this question. The second one was 
the interviewees' purchase intention of the extended product. A ten-point 
purchase intention scale was used. The final question was the interviewees' 
impression of the extended product. 
5. Tabulation and Analysis 
In order to draw some inference from the collected data, the statistical 
package SPSS/PC + was used to analyse the data. 
In order to test the significant differences of the features between the 
original brands and the extensions, the Z-value was employed as a test statistic. 
The Z-values were calculated along the dimensions for each extension. When the 
result was interpreted, the Z-value was used as a indicator to judge the degree of 
successful transfer of the original brand's features. 
Analysis of variance (ANOVA) was also conducted for the extensions of 
each original brand to test whether there were some significant differences in 
attitudes of the respondents towards the extensions so that we could decide which 
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attitude scales should be used to measure the favourability of the extensions. 
» 
The formula of the Z-values used to calculate the significant differences 
between the parent and the extension's features was as follows: 
Z = ( Xo - Xe) + ( S.E.O + S.E, f 
where X � = the mean value of the original brand's feature 
Xe = the mean value of the extension's feature 
S.E.O = the standard error of mean values of the original 
brand's feature 
S.E.e = the standard error of mean values of the extension's 
feature 
Moreover, graphical comparisons of the respondents' overall impressions 
between the parent brands and the extensions were placed in the appendices. 
(Refer to p.77) 
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CHAPTER 4 
RESEARCH RESULTS 
Composition of the Sample: 
As we have mentioned in the research methodology, the sample consisted 
of 180 postgraduate and undergraduate Business and Administration students. 
Most of them (86.1%) were aged between 19 and 24. Others (13.9%) were aged 
over 25. Male respondents accounted for 41.7% of the sample. 
Findings: 
In the following analyses, the significance level would be set at 5% (or Z 
< 1.645 for the one tail test). However, from the survey results, only Toyota air-
conditioner, National Mutual firm-alarm system, and Perrier mouth-wash had Z-
values within the 5% significance level of the parents' features' mean values. That 
meant most of the extensions could not inherit all the parents' characteristics. Due 
to this phenomenon, we would still use the Z-values to judge the closeness 
between the transferred features of the extensions and their parents but on a 
relative basis. 
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Hi : Product Feature Coherence 
1. IBM 
The three extensions of IBM were hi-fi system, construction company and 
sedan. The mean values of overall impression of these three extensions were 
4.050, 4.167 and 4.183，the mean values obtained from the purchase intention 
scales were 3.663，4.300 and 3.283, and the mean values of the suitability to 
produce were 3.600，3.533 and 3.600 respectively as shown in the following table: 
IBM Hi-fi system Construction company Sedan 
Overall impression 4.050 4.167 4.183 
Purchase intention 3.663 4300 3.283 
Suitability to produce 3.600 3,533 3.600 
From the results of the ANOVA test of the above data as shown in Table 
3.1 (p.75)，only purchase intention got significant differences among the three 
extensions. The F-probability was 0.0198 with significance level a = 0.05. The 
overall impressions and suitability to produce among the extensions had 
p-values of 0.7279 and 0.9472 respectively. Therefore, the respondents .saw no 
differences among the extensions in terms of overall impression and suitability to 
produce. Thus, only the purchase intention would be used as an indicator to find 
out the respondents' attitude towards the extensions. 
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Among these three brand extensions, hi-fi system's overall impression from 
the respondents was lying in the middle although it had the largest number of 
product features transferred from its parent as shown in Table 2.1 (p.73). By 
looking at the closeness of feature means between the extension and the original 
brand, the Trices", "Technology", "Quality", "Services" and "Reliable" of the hi-fi 
system got the lowest Z-values among the three extensions. 
On the other hand, the construction company had the largest mean value 
of purchase intention but it was transferred the least amount of parent's features 
among the extensions. As shown in Table 2.1 (p.73), only "Reliable" and 
"Powerful" had Z-values of 5.4811 and 4.1692 which were lying between the hi-fi 
system and sedan's Z-values. 
Moreover, the Sedan got the smallest mean value of purchase intention 
while the degree of transfer of product features from the original brand was lying 
mostly between the other two extensions. Among those product features, only 
"Innovation" and "Powerful" got the lowest Z-values of 2.3783 and 3.2401 
respectively. 
Therefore, the results above is not consistent with our hypothesis H^ That 
is, the higher the product feature coherence is, the greater the favourability of the 
extension will be. 
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2. Perrier 
» 
For the three brand extensions of Perrier - coke, skin lotion and 
mouth-wash, we found that the mean values of overall impression of these 
extensions were 3.567, 3.933, and 3.417，the mean values of the purchase 
intentions were 3.483, 3.250 and 2.783，and the mean values of the suitability to 
produce these extensions were 3.350,3.683 and 3.117 respectively as shown below: 
Perrier Coke Skin lotion Mouth-wash 
Overall impression 3.567 3.933 3.417 
Purchase intention 3.483 3.250 2.783 
Suitability to produce 3.350 3.683 3.117 
From the ANOVA analysis of the above data, the p-values for the three 
items, overall impression, purchase intention and suitability to produce, were 
0.0337, 0.1899 and 0.0470 respectively with significance level a = 0.05. Therefore, 
we would only use the overall impression and suitability to produce as indicators 
showing the respondents attitude towards the extensions. 
By comparing the closeness of features means between the original product 
and the extension among the three extensions, we found that the skin lotion had 
been transferred the most of product features from the parent. For the feature of 
"Natural" and "Prestige", it got Z-values of 2.8937 and 6.6568 and for the feature 
of "Healthy", it got a Z-value of 1.6596 as shown in Table 2.2 (p.73). Moreover, 
the skin lotion also got the largest values in terms of overall impression and the 
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suitability of producing the product. 
For the other two extensions, "Healthy" and "Quality" were transferred to 
the mouth-wash, which had Z-values of 1.5587 and 4.9477 respectively. For the 
coke，it got the smallest mean values of overall impression and suitability to 
produce. Also, it was transferred the smallest degree of the parent's features. It 
only got a Z-value of the Trices" feature of 3.2982 as shown in Table 2.2 (p.73). 
Thus，the results of the Perrier，s extensions above was consistent with our 
null hypothesis H^: if the degree of product feature coherence is higher, the 
possibility of success of the extension is greater. 
It is interesting to look at the purchase intention of these three extensions. 
In our questionnaire, the interviewees were supposed to buy the products which 
were similar to the extensions, some prejudgments to the products would still be 
formed due to the product natures. We found that although the skin lotion 
obtained a more favourable response from the respondents, the coke got the 
largest mean value of purchase intention. It might be due to the fact that coke is 
a popular product while skin lotion and mouth-wash are only marketed to a 
certain customer segment. 
As a conclusion for this part, the results of the above two extensions, one 
was consistent and another one was inconsistent with the null hypothesis HI. 
Hence, we could not come up with a concrete pattern showing the relationship 
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between the degree of success in transfer of product features and the favourability 
of brand extensions. • 
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H2： Brand Concept Coherence 
1. Rolls Royce 
In this section, Rolls Royce, which was rated by the respondents as a 
prestige-oriented brand with a mean value of 6.458 (in this scale，" 1" meant totally 
practicality-oriented and ”7" meant totally prestige-oriented), was extended to 
produce personal computer and perfume. The mean values of the respondents' 
overall impression of these two extensions were 2.850 and 4.200, the mean values 
of purchase intentions were 1.850 and 3.683, and the mean values of the 
suitability to produce were 2.517 and 3.950 respectively as shown below. 
Rolls Royce Practicality-oriented: Prestige-oriented : 
Personal computer Perfume 
Overall impression 2.850 4.200 
purchase intention 1.850 3.683 
Suitability to produce 2.517 3.950 
From the result of the ANOVA analysis shown in Table 3.3 (p.75), the 
mean values of all the three items, overall impression, purchase intention and 
suitability to produce, between the two extensions had significant differences with 
p-values = 0 (a = 0.05). Therefore, they would be used as indicators showing the 
respondents' attitude towards the extensions. 
In this part of the test, we found that Rolls Royce's extension to a 
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prestige-oriented product, perfume, had a Z-value of 5.8165, which was much 
larger than its extension to a practicality-oriented product, personal computer, 
with a Z-value of 11.5199. That meant in the consumers' perception, the. brand 
concept of perfume was much closer to its parent, Rolls Royce, than the personal 
computer. As seen in the above Table, the perfume also got higher values in 
terms of overall impression, purchase intention and suitability of producing the 
extension than the personal computer. These values of the personal computer 
were rather low. That meant this extension was not so favourable. 
2. Toyota 
Toyota, which was rated as a practicality-oriented product (mean = 2.992) 
by the respondents, was used to extend to two new products, a 
practicality-oriented product: air-conditioner, and a prestige-oriented product: 
yacht. The mean values of the overall impression of the extensions were 4.400 and 
4.917, the mean values of the purchase intention were 4.517 and 5.467, and the 
mean values of the suitability to produce were 4.450 and 5.000 respectively as 
shown below: 
Toyota Practicality-oriented: Prestige-oriented: 
Air-conditioner Yacht 
Overall impression 4.400 4.917 
Purchase intention 4.517 5.467 
Suitability to produce 4.450 5.000 
L——— “ • J 
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As seen in Table 3.4 (p.75), the results of the ANOVA analysis showed 
that there were significant differences among the mean values of the three 
extensions in terms of overall impression, purchase intention and suitability to 
produce. The p-values was zero for all of them (a = 0.05). Thus, the three scales 
would all be used to measure the respondents' attitude towards the extensions. 
Toyota's extension to the air-conditioner could completely transfer the 
parent's brand concept to the extension. In this case, the air-conditioner got a Z 
value of 0.4181 while the yacht got a Z-value of 6.2513. 
It was quite interesting to learn that Toyota's extensions to both 
prestige-oriented product, the yacht, and practicality-oriented product, the air-
conditioner, obtained a relatively high ratings in terms of overall impression, 
purchase intention and suitability to produce as shown in the above table. 
Therefore, the results of the brand extensions of Rolls Royce and Toyota 
above contradicts the conclusion of Park, Milberg and Lawson's study: the 
extendabi l i ty of pres t ige -or iented brands were higher than 
function/practicality-oriented brands (Park, Milberg and Lawson, 1991). That 
means it is not necessarily true that a prestige-oriented brand is more extendable 
than a practicality-oriented brand. 
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H3： Product Concept Coherence 
1. National Mutual 
National Mutual, whose product concepts comprised life, safety, protection 
and money, was extended to produce fire-alarm system, calculator and sun-glasses. 
For these three extensions, we found that the means of the respondents' overall 
impressions were 4.000, 2.483 and 3.200，the means of the purchase intentions 
were 3.617, 1.483 and 2.250, and the means of the suitability to produce were 
3.867, 2.167 and 3.033 respectively as shown in the following table: 
National Mutual Fire-alarm system Calculator Sun-glasses 
Overall impression 4.000 2.483 3.200 
Purchase intention 3.617 1.483 2.250 
Suitability to produce 3.867 2.167 3.033 
As shown in Table 3.5 (p.75), the ANOVA analysis of the above data 
showed that there were significant differences among the three extensions，mean 
values of overall impression, purchase intention and suitability to produce. The 
p-values for the three scales were all zero (a = 0.05). Thus, all the three scales 
would be used to measure the respondents's attitude towards the extensions. 
By comparing the product feature closeness between the parent and the 
extensions as shown in Table 2.5 (p.74), the fire-alarm system had been 
transferred the largest degree of product concepts from its parent. The product 
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concepts, "Life", "safety", "Protection" and "Money" had Z-values of 4.4600， 
0.6892，1.9560 and 4,3085 respectively. Also, the fire-alarm system got the highest 
ratings in terms of overall impression, purchase intention and suitability to 
produce as shown in the above table. 
On the other hand, the calculator got the lowest ratings on respondents' 
overall impression, purchase intention and suitability to produce while it also had 
the largest Z-values for each product concepts, for instance, Z = 14.3378 for "life", 
Z= 13.9406 for "safety", Z = 13.1468 for "protection" and Z=7.0247 for "Money". 
That meant the product concepts of the extension were perceived as quite 
different from the original brand. 
For the sun-glasses, its scores on the product concepts were perceived as 
lying between the two extremes, the fire-alarm system and the calculator. At the 
same time, the respondents' overall impression, purchase intention and perceived 
suitability to produce the product also fell between the two extremes. Thus, a 
pattern could be seen from the above results. 
Therefore, the results of this section is consistent with the third hypothesis 
H3： As the product concept coherence between the original product and the 
extension increases, it is more favourable to the extension. 
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2. Holiday Inn 
Holiday Inn, whose product concepts included pleasure, relaxation, comfort 
and services, was extended to produce skiing equipment, crystal lamp and 
alarm-clock. The respondents' overall impression of these three extensions were 
4.467，3.550 and 3.067 respectively. The purchase intentions were 3.917，2.833 and 
2.117, and the perceived suitability to produce the extensions were 4.383，3.317 
and 2.583 respectively as shown below: 
Holiday Inn Skiing equipment Crystal lamp Alarm-clock 
Overall impression 4.467 3.550 3.067 
Purchase intention 3.917 2.833 2.117 
Suitability to produce 4.383 3.317 2.583 
As shown in Table 3.6 (p.76), the ANOVA analysis for the three 
extensions, there were significant differences among the extensions' mean values 
for the three attitude scales. The p-values were all equal to zero (a = 0.05). Thus, 
the three attitude scales would be used as indicators to evaluate the respondents' 
attitude towards the extensions. 
When we compared the product concept closeness between the parent and 
the extensions, we also found that the result was also quite consistent with the 
third hypothesis H3. The product concepts of the skiing equipment which had the 
most positive attitudes in terms of overall impression, purchase intention and 
suitability to produce the extension, were perceived to be the most similar to its 
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original brand's product concepts. As shown in Table 2.6 (p.74), the skiing 
equipment had the lowest Z-values for the four product concepts. The products, 
"Pleasure", "Relaxation", "Comfort" and "Services", had Z-values of 2.6947，3.1659, 
4.2048，and 5.1119 respectively. That meant its product concepts were the closest 
to its parent. 
On the other hand, the product concepts of the alarm clock which had the 
lowest ratings in terms of overall impression, purchase intention and suitaWlity to 
produce the extension were perceived to be the most dissimilar to its parent 
brand's product concepts as shown in Table 2.6 (p.74). The Z-values for the four 
product concepts, "Pleasure", "Relaxation", "Comfort" and "Services", were 13.5893, 
15.4984, 14.5082 and 9.8152 respectively. 
Finally, the closeness of the crystal lamp's product concepts to its parent 
was lying in the middle of the other two extensions as well as its ratings on overall 
impression, purchase intention and suitability to produce the extension were also 
lying between the two extremes. Thus, a pattern could also be seen from the 
above result. 
Therefore, the above results showed that the higher the product concept 
coherence is, the greater the favourability to the extension will be. 
As a conclusion, from the results of the brand extensions, National Mutual 
and Holiday Inn, the third hypothesis H3 was not rejected. 
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CHAPTERS 
CONCLUSION AND RECOMMENDATION 
According to the results of this study, we concluded that if the degree of 
product feature coherence between the original brand and the extension is high, how 
favorable consumers perceive the extensin depends on the nature of the product. We 
used both IBM and Perrier to illustrate the result. The extensions of Perrier were 
consistent with the null hypothesis while the extensions of IBM were not. Thus, we 
could not get a concrete pattern showing the transfer of product features and the 
favourability of brand extension. 
On the other hand, previous studies showed that prestige-oriented brand is more 
extendible even if the feature coherence is low. However, in our study, we found 
that Toyota's extended products: yacht (prestige-oriented) and air-conditioner 
(practicality-oriented) obtained a relatively high ratings in terms of overall impression 
， p u r c h a s e intention and suitability to produce than Rolls Royce's. That is, they were 
more extendible than Rolls Royce's. Therefore, prestige-oriented brand may not be 
more extendible than the functional brand. It depends on the particular extension. 
In the third part, we used two brand names: National Mutual and Holiday Inn 
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to extend from the service category to the product category. It implied that if the 
product concept between the two increases, the favourability of the extension 
increases. For example, National Mutual contains the concept of life, safety, 
protection and money, it is more suitable to be used to produce sun-glasses (about 
protection) and fire-alarm systems(about protection and safety) than it is used to 
produce calculators which do not fit the four concepts mentioned about. 
Therefore, the success of the extension depends on : 
1) the product feature coherence between the original brand and the extension 
2) the concept coherence，either brand concept or product concept between the 
original brand and the extension. If the concepts are dissimilar, say，from a 
prestige-oriented brand to a functional brand, the result depends on the 
extension involved. If the extension is from a service-oriented brand to 
produce concrete product, favourability of the extensions increases with the 
degree of concept coherence. 
Finally, since we used only two brands Toyota and Rolls Royce together with 
four extensions in the second part in our study. We got result which contradicted 
previous study. So we thought that more study should be done on the topic and thus 
in future to validate our findings. 
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CHAPTER 6 
LIMITATIONS 
1. The project was limited in scope due to restrictions on the length of the 
questionnaire. Actually, we would obtain a more in-depth analysis of the 
problem if we extended the length of the questionnaire, such as increasing 
the number of extended products, using more questions to identify the 
respondents' attitude toward the original products and the extensions. 
2. In order to make the interviewees generate a more concrete impression of 
the extended products, we constructed some hypothetical advertisements 
which included a photograph and a product description of the extension. 
Those advertisements were all made by black-and-white photocopies due 
! 
I 
to our budget limitations. Thus the effect was not the best. If more budget | 
i ( 
was available, it would be better to make some colour-printed | 
advertisements instead of using the existing ones. 
3. The sizes of the samples were 60 each. Therefore, a more accurate results 
could be obtained if a larger sample was used in this survey. 
J 
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4. The product descriptions in the advertisements could cause biases in the 
respondents，mind. Since the content of the descriptions may be neutral, 
positive or negative to the extensions. Therefore, another test would be 
useful to test the nature of the product descriptions so that we could 
choose the most ideal one, 
5. The choice of extended products might also affect the results of the survey. 
This influences could be minimized if we could adopt more extended 
products for the original brand. 
6. The respondents were first being asked about their attitudes and 
impressions of the original brand specifically. This part might cause some 
biases in the respondents' mind. Since these questions would force the 
respondents to recall his perceptions of the different features of the 
original brand names. It was quite different from a customer's mentality 
in a normal purchasing process. Usually, customers would only have 
ambiguous perceptions about the brands. 
7. Within the same questionnaire, there were six original brands and six 
extensions in set 1 and set 2，and four extensions in set 3. This design of 
the questionnaires might cause some biases owing to carry-over effects in 
the responses. Since the interviewees' responses to the brand extensions in 
the later part of the questionnaires might be affected by their own 
responses to the previous brand extensions. 
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8. Since the sample was not selected randomly in our survey, statistical 
sampling formulas do not strictly apply. Thus results of the analyses 
conducted must be used with caution. 
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APPENDICES 
The Chinese University of Hong Kong 
MBA Programmes 
Branding Survey 1992 
We are a group of postgraduates of the MBA Programmes of the C.U.H.K.. We are now conducting a 
survey on branding of products and we are interested in your opinions. Please circle the appropriate responses of the 
following questions. 
la. Please circle the number that best describes your attitude towards IBM Computers along each one of the 
following dimensions. 
MEAN S.D. 
Low Prices 1 2 3 4 5 6 7 High Prices 5.550 0.946 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 5.700 0.889 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5.550 0.872 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 5.300 0.979 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 5.033 1.193 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 5.233 0.909 
Extremely Powerless 1 2 3 4 5 6 7 Extremely Powerful 5.000 0.974 
lb. What is your overall impression of IBM computers? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.367 0.736 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 1. 
Ic. After reading the advertisement in exhibit 1，please circle the appropriate numbers that you think can best 
describe the characteristics of the IBM Hi-Fi system. 
Low Prices 1 2 3 4 5 6 7 High Prices 5.467 0.873 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 5.050 1.016 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.917 0.907 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 4.633 0.920 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 4.450 1.032 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 4.717 0.904 
Extremely Powerless 1 2 3 4 5 6 7 Extremely Powerful 4.533 0.812 
Id. Do you think it is suitable for IBM to produce Hi-Fi systems? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.600 1.238 
le. Assuming that you have the money to buy a Hi-Fi system which is similar to the one described in the 
advertisement, would you buy the one produced by IBM? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10: 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.633 2.058 
If. What is your overall impression of the IBM Hi-Fi systems? N 




^.Please circle the number that best describe your attitude towards Perrier mineral water along each one of the 
following dimensions, 
T> A ,. MEAN S.D. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5.183 0 948 
Low Price 1 2 3 4 5 6 7 High Price 5.700 0,997 
Extremely Unnatural 1 2 3 4 5 '6 7 Extremely Natural 4.633 1.193 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 4.583 1.062 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 5^00 1.050 
2b. What is your overall impression of Perrier mineral water? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.767 0.981 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 2. 
2c. After reading the advertisement in exhibit 2, please circle the appropriate numbers that you think can best 
describe the characteristics of the Perrier coke. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.333 1.036 
Low Price 1 2 3 4 5 6 7 High Price 5.200 1.054 
Extremely Unnatural 1 2 3 4 5 6 7 Extremely Natural 3.417 1.253 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 3.533 0.982 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 4.250 1.216 
2d. Do you think it is suitable for Perrier to produce coke? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.350 1.273 
2e. If you wanted to buy a can of coke, would you buy the one produced by Perrier? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.483 2.288 
2f. What is your overall impression of the Perrier coke? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 3.567 1.079 
3a. Please circle the appropriate number that you think which can best describe the charasteristic of the Rolls Royce 
motor cars. 
Totally Practicality-oriented 1 2 3 4 5 6 7 Totally Prestige-oriented 6.383 0.715 
3b. What is your overall impression of the Rolls Royce motor cars? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.483 1.112 
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NOW，PLEASE READ THE ADVERTISEMENT IN EXHIBIT 3. 
the 叩 灣 ^ 祉 瞧 b e r . a t you tHi^ 咖 best 
Totally Practicality-oriented 1 2 3 4 5 6 7 t.,.], p . , MEAN S.D. 
Totally Prestige-oriented 4.267 1.376 
3丄 Do you think it is suitable for Rolls Royce to produce computers? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 2.517 1.214 
_ is Similar to the one described in . adve.ise.ent, 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 :::::::::::::::: 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 : 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 qI 
No chance or almost no chance 1/100 00 1 1 化 
3f. What is your overall impression of the Rolls Royce computer? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 2.850 1.176 
4a. Please circle the appropriate number that you think which can best describe the charasteristic of Toyota motor 
cdxs. 
TotaUy Practicality-oriented 1 2 3 4 5 6 7 Totally Prestige-oriented 2.950 1.227 
4b. What is your overall impression of Toyota motor cars? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.967 0.843 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 4. 
4c. After reading the advertisement in exhibit 4，please circle the appropriate number that you think can best 
describe the characteristic of the Toyota air-conditioner. 
TotaUy Practicality-oriented 1 2 3 4 5 6 7 TotaUy Prestige-oriented 3.067 1.118 
4d. Do you think it is suitable for Toyota to produce air-conditioners? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 4.450 1.268 
3 
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Assuming that you have the money to buy an air-conditioner which is similar to the one described in the 
advertisement, would you buy the one produced by Toyota? 
Probability 蘭 S.D. 
Certain, practically certain 99/100 10 
Almost sure 9/10 :. 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 4 2 013 
4f. What is your overall impression of the Toyota air-conditioners? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.400 1.061 
5a. Do you agree that the following product concepts are extremely related to the products/services provided by the 
National Mutual Insurance Company? 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.200 1.054 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.950 0.999 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.883 1.166 
Money: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.667 1.422 
0.867 
5b. What is your overall impression of National Mutual? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.400 0.867 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 5. 
5c. After reading the advertisement in Exhibit 5, do you agree that the following product concepts are extremely 
related to the National Mutual fire-alarm system? 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4350 1J27 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.850 1.494 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.600 1.440 
Money: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.883 1.668 
5d. Do you think it is suitable for National Mutual to produce fire-alarm systems? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.867 1.200 
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Assuming that you have the money to buy a fire-alarm system that is similar to the one described in the 
advertisement, would you buy the one produced by National Mutual? 
MEAN S.D. 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 :.. 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.617 1.958 
5f. What is your overall impression of the National Mutual fire-alarm systems? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.000 1.207 
6a. Do you agree that the following product concepts are extremely related to the products/services provided by the 
Holiday Inn? ， 
Pleasure: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.417 0.889 
Relaxation: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.533 0.982 
Comfort: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.517 0.930 
Services: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.350 1.039 
6b. What is your overall impression of Holiday Inn? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.300 0.889 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 6. 
6c. After reading the advertisement in Exhibit 6，do you agree that the following product concepts are extremely 
related to the Holiday Inn skiing equipment? 
Pleasure: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.933 1.133 
Relaxation: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.983 1.228 
Comfort: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.700 1.331 
Services: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.467 1.420 
6d. Do you think it is suitable for Holiday Inn to produce skiing equipment? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 4.383 1.236 
6e. Assuming that you have the money to buy a set of skiing equipment which is similar to the one described in the 
advertisement, would you buy the one produced by Holiday Inn? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.917 2.331 
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6f. What is your overall impression of the Holiday Inn skiing equipment? 
� … � MEAN S.D. 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.467 1.171 
p 
Classification Questions : 
7. SEX : 1. Male (36.7%) 2. Female (63.3%) 
8. Which of the following categories includes your age? 
1. less than 18 (0%) 
2. 19-24 (88.3%) 
3. 25 or older (11.7%) 
That completes this questionnaire. Thank you very much for your time and cooperation. 
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Digital Hi-Fi system 
illumination Guide 3 modes 
preset electronic graphic equalizer, 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ H a d v a n c e d karaoke, high power output, 
35-lcey wireless full remote 
control 
• - • - -
. , - 一 - - -
Exhibit 1 
A real coke with distinctive favour 
that gives you a true sensation 




Kolls Royce PC 
Fully compatible 486 system. It includes a 
… M 必li-^kQ丨 powerfiil database and a list of commonly used 
486/486SX CACHE SYSTEM softwares for users, 2 year guarantee. Free 
CPU 386^ 386^|48€^|486^|486SX/2O| . ” . . . . … 
installation and training provided, 
CACHE 64K 64K 64K 256K 8K 
CONTROLLER OPTI OPTI OPTI OPTI OPTI 
RAM & 1MB 1MB 1MB 1MB 1MB 
TYPE SIMM SIMM SIMM SIMM SIMM 
DISPLAY MGP/DUAI7VGA CARD 
LANDMARK 43.5 55.7 1502 1502 90^ 
AT 0 WATT MHZ MHZ MHZ MHZ MHZ 
Exhibit 3 
Y O U ^ V E G O X T O S E E I T ^ T M B I 
® TOYOTA • 
^ ^ ^ • ^ • ^ • ^ ^ • H Toyota Air-conditioner 
-Power Range: 100 to 500 BTU 
Save Energy by 40% 
i, i 
-Built-in Dehumidifier 
-With Remote-Control Function 
Exhibit 4 
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National Mutual Firm-alarm System ^ ' • f l ^ ^ ^ ^ P ^ 
'I^SHI 
-with reliable and sensitive smoke detector flP^^^^^f^^ | 
- i t can be connected to the building's firm-alarm or p j • | 
directly to the fire-station. 崎 C^. < ， | 
-used with four AA-batteries i v^BT^^ M i 1 
Exhibit 5 
Holiday Inn Skiing Equipment 
The Holiday Inn skiing equipment is 
made of high quality and durable 
carbon- fibre. It adopts the latest design 
of the world. 
Exhibit 6 
I 
The Chinese University of Hong Kong 
MBA Programmes 
Branding Survey 1992 
W ^ ^ e a ^oup of postgraduates of the MBA programmes of the C.U.HX. We are now conducting 
a survey which is about some marketing concepts and we are interested in your opinions. Please circle the 
appropriate responses of the following questions, 
* 
^a. Please circle the number that best describes your attitude towards IBM Computers along each one of the 
following dimensions. 
MEAN S D 
Low Prices 1 2 3 4 5 6 7 High Prices 5 717 0 940 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 5.650 0 899 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5 483 0 770 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 5333 1.130 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 5.000 1.089 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 5300 0.850 
Extremely Powerless 1 2 3 4 5 6 7 Extremely Powerful 4.983 0.948 
lb. What is your overall impression of IBM computers? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.433 0.745 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 1. 
Ic. After reading the advertisement in exhibit 1，please circle the appropriate numbers that you think can 
best describe the characteristics of the IBM construction company. 
Low Prices 1 2 3 4 5 6 7 High Prices 4.900 0.858 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 4.800 0.988 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.817 0.892 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 4.533 0.999 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 4.317 1.081 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 4,583 0.926 
Extremely Powerless 1 2 3 4 5 6 7 Extremely Powerful 4.433 1.047 
Id. Do you think it is suitable for IBM to construct buildings? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3«533 1.268 
le. Assuming that you have the money to buy an apartment which is similar to the one described in the 
advertisement, would you buy the one constructed by IBM? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 4.300 1.968 
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If. What is your overall impression of the IBM construction company? 
MEAN S D 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.167 0:867 
2a. Please circle the number that best describes your attitude towards the Perrier mineral water along each 
one of the following dimensions. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5.017 0 873 
Low Price 1 2 3 4 5 6 7 High Price 5.650 0.954 
Extremely Unnatural 1 2 3 4 5 6 7 Extremely Natural 4.817 1.033 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 4.617 0.846 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 5.400 1.028 
2b. What is your overall impression of the Perrier mineral water? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.750 0.985 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 2. 
2c. After reading the advertisement in exhibit 2, please circle the appropriate numbers that you think can 
best describe the characteristics of the Perrier skin lotion. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.283 0.940 
Low Price 1 2 3 4 5 6 7 High Price 5.083 1.062 
Extremely Unnatural 1 2 3 4 5 6 7 Extremely Natural 4.317 1.066 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 4.383 0.904 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 4.333 1.217 
2d. Do you think it is suitable for Perrier to produce skin lotion? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.683 1.172 
2e. If you wanted to buy a skin lotion which is similar to the one described in the advertisement, would you I 
buy the one produced by Perrier? | 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 ‘ 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.250 2.072 
2f. What is your overall impression of the Perrier skin lotion? 




l^' Please circle the appropriate number that you think which can best describe the charasteristic of Rolls 
Koyce motor cars. 
� 1 1 D ‘• 1 � • � MEAN S.D. 
TotaUy Practicality-onented 1 2 3 4 5 6 7 TotaUy Prestige-oriented 6.533 0.747 
3b. What is your overall impression of Rolls Royce motor cars? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.683 1.255 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 3. 
3c. AAer reading the advertisement in exhibit 3, please circle the appropriate number that you think can best describe 
the characteristic of the Rolls Royce perfume. 
Totally Practicality-oriented 1 2 3 4 5 6 7 TotaUy Prestige-oriented 5.550 1.096 
3d. Do you think it is suitable for Rolls Royce to produce perfume? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.950 1^73 
3e. Assuming that you have the money to buy a perfume that is similar to the one described in the advertisement, would 
you buy the one produced by Rolls Royce? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.683 2.480 
3f. What is your overall impression of the Rolls Royce perfume? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.200 , 1.436 
4a. Please circle the appropriate number that you think which can best describe the characteristic of Toyota motor car. 
Totally PracticaUty-oriented 1 2 3 4 5 6 7 Totally Prestige-oriented 3.033 1.134 
4b. What is your overall impression of Toyota motor cars? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.133 0.892 
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NOW，PLEASE READ THE ADVERTISEMENT IN EXHIBIT 4. 
J T t S S r S ^ exhibit 4, please circle the appropriate number that you thin, can best describe 
I tf 
Totally Practicality-oriented 1 2 3 4 5 - 6 7 Totally Prestige-oriented S s ^ S i 
4d. Do you think it is suitable for Toyota to produce yacht? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 5.000 1.150 
4e. f u m i n g that you have the money to buy a yacht which is similar to the one described in the advertisement would 
you buy the one produced by Toyota? ， 
- 7 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 " “ 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 5 4^7 2.460 
4f. What is your overall impression of Toyota yacht? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.917 1.062 
5a. Do you agree that the following product concepts are extremely related to the products/services provided by the 
National Mutual Insurance Company? 丨 
！ 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.283 1.151 I 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.983 1.081 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.067 1.087 
Money: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.900 1.069 
5b. What is your overall impression of National Mutual? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.483 1.000 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 5. 
5c. After reading the advertisement in exhibit 5, do you agree that the following product concepts are extremely related 
to the National Mutual calculator? 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 2.483 1.289 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 2.400 1.304 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 2.383 1391 




5d. Do you think it is suitable for National Mutual to produce calculators? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable z j f 76 
5e. ^suming that you have the money to buy a calculator that is similar to the one described in the advertisement, 
would you buy the one produced by National Mutual? ^ 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 1.4S3 1539 
5f. What is your overall impression of the National Mutual calculators? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 2.483 1.112 
(5a. Do you agree that the following product concepts are extremely related to the products/services provided by the 
Holiday Inn? 
Pleasure: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 5267 0.936 
Relaxation: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 5517 0.122 
Comfort: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 5.250 1.144 
Service: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 5.450 0.982 
6b. What is your overall impression of Holiday Inn? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5333 0.837 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 6. 
6c. After reading the advertisement in exhibit 6，do you agree that the following product concepts are extremely related 
to the Holiday Inn lamps? 
Pleasure: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 3.450 1^78 
Relaxation: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 3380 1.574 
Comfort: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 4.033 1.636 
之 Service: Strongly Disgree 1 2 3 4 5 6 7 Strongly Agree 3.433 1.640 
6d. Do you think it is suitable for Holiday Inn to produce lamps? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3317 1.501 
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— � a t is similar to the one described in the advertisement, would you buy the one 
I> u u-r^ MEAN S.D. Probability 
Certain, practically certain 99/100 10 
Almost sure 9/IO 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 2 833 1 967 
6f. What is your overall impression of the Holiday Inn lamps? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 3.550 1.473 
Classification Questions : 
7. SEX : 1. Male (51.7%) 2. Female (48.3%) 
8. Which of the following categories includes your age? 
1. less than 18 (0%) � 
2. 19-24 (83.3%) 
3. 25 or older (16.7%) 




IBM Construction Co. 
_ ceiling height about 12" - 13 1/2" 
^ ^ ! - _ ~ with telephone 
I Ihes and satellite receiver 
spacious loading/unloading area , 
hays，ample parking 
Exhibit 1 
I • 丨 • - • i 
Perrier Skin Lotion ^ ^ ^ ^ ^ E R H IF p I ^ B 
It takes care of your skin and gives you 
a different feeling from other brands. l ^ ^ p ^ ^ ^ ^ ^ ^ H H ^ B 
If you want your skin surface to be as 
smooth as a baby, this is the best choice. ^ ^ ^ ^ ^ ^ H j H H 
Exhibit 2 , 
.jgrnmrnmammm^ page 62 
^ m m m m i i l ^ l Rons Royce Perfume 
r ^ r ^ ^ • It IS made of the most precious and natural 
I E G O I S T E 1 1 substances in the world and it does not 
丨 I t 
‘ RjpLLS ROYCE • i include any artificial substances. Its orchid 
J C O L O G N E 匪 I fragrance can make ladies become more 
boNCENTREE I � 
r _ charming, 
PARIS 隱‘ 1 
I丨 ： N E W YORK K | 
Exhibit 3 
Toyota Yacht 
It owns two 200 horsepower engines. The body is made of glass-fibre and the 
interior is all hand-made. The facilities include satellite TV, Hi-Fi system, 
genuine leather sofa，carpet, kitchen, bathroom, gold-plated water-taps, 
refrigerator, facsimile machine, personal computer, and so on. 
Exhibit 4 
I 
. Page 63 
p W l H I I I I I H H I i m B I I ^ I National Mutual Calculator 
1 ^ ^ 
I m m m m m m m I -with function 
1 B Q 8 3 D I Q Q | ffBI I - Solar power with battery back-up 
I 丨 
I c a i i i B i l • a m 丨 
I m n E i n I I b ^ 丨 
Exhibit 5 
/ 
^ ^ W 國 W f i l ^ ^ H Holiday Inn Crystal Lamps | 
I ^ Q I I I i m i l l U m i l l ^ ^ ^ ^ ^ m i ^ ^ ^ ^ ^ ^ ^ _ ItaUan crystal 
H W ^ ^ B / K M ‘ 22K 




The Chinese University of Hong Kong 
MBA Programmes 
Branding Survey 1992 
W^ � e a ^oup of postgraduates of the MBA programmes of the C.U.H.K.. We are now conducting 
a survey which is about some marketing concepts aid we are interested in your opinions. Please circle the 
appropriate responses of the following questions. 
� a Please circle the number that best describes your attitude towards IBM Computers along each one of the 
lollowmg dimensions. 
, „ . MEAN S.D. 
LowPnces 1 2 3 4 5 6 7 High Prices 5.967 0.863 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 5.950 0.790 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5.617 0.846 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 5.267 1.205 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 5.117 1.059 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 5.484 0.965 
Extremely Powerless 1 2 3 4 5 6 7 Extremely Powerful 5.217 0.885 
lb. What is your overall impression of IBM computers? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5.550 0.811 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 1. 
Ic. After reading the advertisement in exhibit 1，please circle the appropriate numbers that you think can 
best describe the characteristics of the IBM sedan. 
Low Prices 1 2 3 4 5 6 7 High Prices 5.200 1.070 
Low Technology 1 2 3 4 5 6 7 Advanced Technology 5.100 0.775 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.883 0.825 
Poor Services 1 2 3 4 5 6 7 Outstanding Services 4.600 0.942 
Poor Innovation 1 2 3 4 5 6 7 Outstanding innovation 4.667 1.068 
Extremely Unreliable 1 2 3 4 5 6 7 Extremely Reliable 4^50 0.910 
Extremely Powerless 1 2 3 4 5 6 - 7 Extremely Powerful 4.650 0.840 
Id. Do you think it is suitable for IBM to produce motor cars? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.600 1.330 
le. Assuming that you have the money to buy a car that is similar to the one described in the advertisement, 
would you buy the one produced by IBM? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 ……....... 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 3.283 1.967 
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If. What is your overall impression of the IBM motor cars? 
� 1 D J , MEAN S.D. 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.183 1.127 
2a. Please circle the number that best describes your attitude towards the Perrier mineral water along each 
one of the following dimensions. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 5.183 0 854 
Low Price 1 2 3 4 5 6 7 High Price 5.767 0.909 
Extremely Unnatural 1 2 3 4 5 6 7 Extremely Natural 4,900 1.100 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 4.633 1.008 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 5.600 1.077 
2b. What is your overall impression of the Perrier mineral water? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.833 1.152 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 2. 
2c. After reading the advertisement in exhibit 2，please circle the appropriate numbers that you think can 
best describe the characteristics of the Perrier mouth-wash. 
Poor Quality 1 2 3 4 5 6 7 Outstanding Quality 4.433 0.963 
Low Price 1 2 3 4 5 6 7 High Price 4.967 1.164 
Extremely Unnatural 1 2 3 4 5 6 7 Extremely Natural 3.650 1.162 
Extremely Unhealthy 1 2 3 4 5 6 7 Extremely Healthy 4.367 1.073 
Extremely Infamous 1 2 3 4 5 6 7 Extremely Prestigious 4.183 1.282 
2d. Do you think it is suitable for Perrier to produce mouth-wash? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.117 1.303 
2e. If you wanted to buy a mouth-wash that is similar to the one described in the advertisement, would you 
buy the one produced by Perrier? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 ‘ 
Very slight possib^ty 1/10 …….…… 01 
No chance or almost no chance 1/100 00 2.783 2.206 
2f. What is your overall impression of the Perrier mouth-wash? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 3.417 1.169 
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3a. Do you agree that the following product concepts are extremely related to the products/services of the 
National Mutual Insurance Company? 
T .f o , � MEAN S.D. 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.417 1.078 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.050 1.156 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.050 1.185 
Money: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.117 1.236 
3b. What is your overall impression of National Mutual? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 4.600 0.867 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 3. 
3c. After reading the advertisement in exhibit 3，do you agree that the following product concepts are 
extremely related to the National Mutual sun-glasses? 
Life: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.150 1.482 
Safety: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.650 1.424 
Protection: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 4.200 1.482 
Money. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.583 1.441 
3d. Do you think it is suitable for National Mutual to produce sun-glasses? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 3.033 1.340 
3e. Assuming that you have the money to buy a sun-glasses that is similar to the one described in the 
advertisement, would you buy the one produced by National Mutual? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 2.250 1.988 
No chance or almost no chance 1/100 00 
3f. What is your overall impression of the National Mutual sun-glasses? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 3.200 1.246 
4a. Do you agree that the following product concepts are extremely related to the products/services provided 
by the Holiday Inn? 
Pleasure: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.417 0.907 
Relaxation: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.550 0.910 
Comfort: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.700 0.889 
Service: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 5.633 0.991 
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4b. What is your overall impression of the Holiday Inn? 
MEAN SD 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 5^00 0.725 
NOW, PLEASE READ THE ADVERTISEMENT IN EXHIBIT 4. 
m 
4c. After seeing the advertisement in exhibit 4, do you agree that the following product concepts are 
extremely related to the Holiday Inn alarm-clock? 
Pleasure: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.017 1228 
Relaxation: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 2.883 1:209 
Comfort: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 2.833 1 291 
Service: Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree 3.317 1.600 
4d. Do you think it is suitable for Holiday Inn to produce alarm-clocks? 
Extremely Unsuitable 1 2 3 4 5 6 7 Extremely Suitable 2383 1369 
4e. If you wanted to buy an alarm-clock that is similar to the one described in the advertisement, would you 
buy the one produced by Holiday Inn? 
Probability 
Certain, practically certain 99/100 10 
Almost sure 9/10 09 
Very probable 8/10 08 
Probable 7/10 07 
Good possibility 6/10 06 
Fairly good possibility 5/10 05 
Fair possibility 4/10 04 
Some possibility 3/10 03 
Slight possibility 2/10 02 
Very slight possibility 1/10 01 
No chance or almost no chance 1/100 00 2.117 1.805 
4f. What is your overall impression of the Holiday Inn alarm-clocks? 
Extremely Bad 1 2 3 4 5 6 7 Extremely Good 3.067 1300 
Classification Questions : 
5. SEX : 1. Male (36.7%) 2. Female (63.3%) 
6. Which of the following categories includes your age? 
1. less than 18 (0%) 
2. 19-24 (86,7%) 
3. 25 or older (13.3%) 
That completes this questionnaire. Thank you very much for your time and cooperation. 
4 
IBM Car 
New engine, 1.6 L super - efficient example of multi-valve technology, new 
suspension, braking system and power steering. The new electronic-controlled-
petroleum-inject system can reduce your oil consumption by 30%. 
Exhibit 1 
„ Perrier Mouthwash 
: ' � ' ^ ^ 
备 : � A solution to your mouth's odour that you 
^ j g j ^ g j j / will never hesitate to approach your 
1 u' I ; " i i i i i ' i ‘ • I " . . 1 
• ..perrier lovers or bosses. Just use it in the morning 
�� J J, 
� � t M t MOW hSTcoWUft fj^l 
I : � 11 and you will discover how effective 
^ ^ t e ^ ^ S ^ in using Perrier mouthwash than using 
^ ^ ^ J toothpaste. 
Exhibit 2 
““ ‘ 
M X ^ B m 
National Mutual 
National Mutual Sun-glasses 
% They can reduce harmful 
I feiHa^^EIMIM 
I ultra-violet by 95% and are 
I made of high quality, 
圏 unbreakable and light glasses. 
I n p n n ^ m ^ ^ g 
Exhibit 3 
I 
• 丨 - Used with one AA-battery 
-- PM-orJlcnrv ；md <Umpr：).丨⑴'…、巧 
5 i m Along WILLI Mr [ : : � A!OT 
- x^Betwork <ni inonelafv :’:. if^J'etwock ( 
market r�vir!". ; ''>'.. ”':” 
^ pot(;n)ce o f ' : � � I q u a R T Z A L A R M C L O C K 
-f- . I ' * • • " • • 




Table 1.2 : Results of Questionnaire Set 1 
IBM ORIGINAL EXTENSION (Hi-Fi System) 
MEAN STDERR' MEAN STDERR Z 
PRICES 5.7440 0.0690 5.4670 0.1130 2.0921 
TECHNOLOGY 5.7670 0.0650 5.0500 0.1310 4 9029 
QUALITY 5.5500 0.0620 4.9170 0.1170 4.7805 
SERVICES 5.3000 0.0820 4.6330 0.1190 4.6154 
INNOVATION 5.0500 0.0830 4.4500 0.1330 3.8272 
RELIABLE 5.3390 0.0680 4.7170 0.1170 4.5963 
POWERFUL 5.0670 0.0700 4.5330 0.1050 4.2316 
IMPRESSION 5.450 4.050 
SUITABLE TO PRODUCE 3.600 PURCHASE INTENT 3.663 
PERRIER ORIGINAL EXTENSION (Coke) 
MEAN STDERR MEAN STDERR Z 
QUALITY 5.1280 0.0660 4.3330 0.1340 5.3223 
PRICES 5.7060 0.0710 5.2000 0.1360 3.2982 
NATURAL 4.7830 0.0830 3.4170 0.1620 7.5045 
HEALTHY 4.6110 0.0720 3.5330 0.1270 7.3841 
PRESTIGE 5.5000 0.0780 4.2500 0.1570 7.1303 
IMPRESSION 4.783 3.567 
SUITABLE TO PRODUCE 3.350 PURCHASE INTENT 3.483 
ROLLS ROYCE ORIGINAL EXTENSION (Personal Computer) 
MEAN STDERR MEAN STDERR Z 
PRES OR PR AC 6.4580 0.0670 4.2670 0.1780 11.5199 
IMPRESSION 5.583 2.850 
SUITABLE TO PRODUCE 2.517 PURCHASE INTENT 1.850 
TOYOTA ORIGINAL EXTENSION (Air-conditioner) 
MEAN STDERR MEAN STDERR Z 
PRES OR PRAC 2.9920 0.1070 3.0670 0.1440 - 0 . 4 1 8 1 
IMPRESSION 5.050 4.400 
SUITABLE TO PRODUCE 4.450 PURCHASE INTENT 4.517 
NATIONAL ORIGINAL EXTENSION (Fire-alarm) 
MEAN STDERR MEAN STDERR Z 
l i f e 5.3000 0.0810 4.3500 0.1970 4.4600 
SAFETY 4.9940 0.0800 4.8500 0.1930 0.6892 
PROTECTION 5.0000 0.0850 4.6000 0.1860 1.9560 
MONEY 4.8940 0.0940 3.8830 0.2150 4.3085 
IMPRESSION 4.494 4.000 
SUITABLE TO PRODUCE 3.867 PURCHASE INTENT 3.617 
HOLIDAY INN ORIGINAL EXTENSION (Skiing Equipment) 
MEAN STDERR MEAN STDERR Z 
PLEASURE 5.3670 0.0680 4.9330 0.1460 2.6947 
RELAXATION 5.5330 0.0700 4.9830 0.1590 3.1659 
COMFORT 5.4890 0.0750 4.7000 0.1720 4.2048 
SERVICES 5.4780 0.0750 4.4670 0.1830 5.1119 
IMPRESSION 5.378 4.467 
SUITABLE TO PRODUCE 4.383 PURCHASE INTENT 3.917 
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Table 1.2 : Results of Questionnaire Set 2 
旧M ORIGINAL EXTENSION (Construction Company) 
MEAN STDERR MEAN STDERR Z 
PRICES 5.7440 0.0690 4.9000 0.1110 6 4576 
TECHNOLOGY 5.7670 0.0650 4.8000 0.1280 6 7359 
QUALITY 5.5500 0.0620 4.8170 0.1150 5 6105 
SERVICES 5.3000 0.0820 4.5330 0.1290 5 0178 
INNOVATION 5.0500 0.0830 4.3170 0.1400 4.5037 
RELIABLE 5.3390 0.0680 4.5830 0.1200 5 4811 
POWERFUL 5.0670 0.0700 4.4330 0.1350 4 1692 
IMPRESSION 5.450 4.167 
SUITABLE TO PRODUCE 3.533 PURCHASE INTENT 4.300 
PERRIER ORIGINAL EXTENSION (Skin Lotion) 
MEAN STDERR MEAN STDERR Z 
QUALITY 5.1280 0.0660 4.2830 0.1210 6.1308 
PRICES 5.7060 0.0710 5.0830 0.1370 4.0375 
NATURAL 4.7830 0.0830 4.3170 0.1380 2.8937 
HEALTHY 4.6110 0.0720 4.3830 0.1170 1.6596 
PRESTIGE 5.5000 0.0780 4.3330 0.1570 6.6568 
IMPRESSION 4.783 3.933 
SUITABLE TO PRODUCE 3.683 PURCHASE INTENT 3.250 
ROLLS ROYCE ORIGINAL EXTENSION (Perfume) 
MEAN STDERR MEAN STDERR Z 
PRES OR PRAC 6.4580 0.0670 5.5500 0.1410 5.8165 
IMPRESSION 5.583 4.200 
SUITABLE TO PRODUCE 3.950 PURCHASE INTENT 3.683 
TOYOTA ORIGINAL EXTENSION (Yacht) 
MEAN STDERR MEAN STDERR Z 
PRES OR PRAC 2.9220 0.1070 4.1830 0.1710 - 6 . 2 5 1 3 
IMPRESSION 5.050 4.917 
SUITABLE TO PRODUCE 5.000 PURCHASE INTENT 5.467 
NATIONAL ORIGINAL EXTENSION (Calculator) 
MEAN STDERR MEAN STDERR Z 
LIFE 5.3000 0.0810 2.4830 0.1790 14.3378 
SAFETY 4.9940 0.0800 2.4000 0.1680 13.9406 
PROTECTION 5.0000 0.0850 2.3830 0.1800 13.1468 
MONEY 4.8940 0.0940 3.3670 0.1960 7.0247 
IMPRESSION 4.494 2.483 
SUITABLE TO PRODUCE 2.167 PURCHASE INTENT 1.483 
HOLIDAY INN ORIGINAL EXTENSION (Crystal lamp) 
MEAN STDERR MEAN STDERR Z 
PLEASURE 5.3670 0.0680 3.4500 0.2040 8.9148 
RELAXATION 5.5330 0.0700 3.3830 0.2030 10.0126 
COMFORT 5.4890 0.0750 4.0330 0.2110 6.5019 
SERVICES 5.4780 0.0750 3.4330 0.2120 9.0939 
IMPRESSION 5.378 3.550 
SUITABLE TO PRODUCE 3.317 PURCHASE INTENT 
Table 1.3 : Results of Questionnaire Set 3 
'BM o r i g i n a l . EXTENSION (Sedan) 
MEAN STDERR MEAN STDERR Z 
PRICES 5.7440 0.0690 5.2000 0.1380 3.5259 
TECHNOLOGY 5.7670 0.0650 5.1000 0.1000 5:5924 
QUALITY 5.5500 0.0620 4.8830 0.1070 5.3936 
SERVICES 5.3000 0.0820 4.6000 0.1220 4.7620 
INNOVATION 5.0500 0.0830 4.6670 0.1380 2.3783 
RELIABLE 5.3990 0.0680 4.5500 0.1170 6.2738 
POWERFUL 5.0670 0.0700 4.6500 0.1080 3.2401 
IMPRESSION 5.450 4.183 
SUITABLE TO PRODUCE 3.600 PURCHASE INTENT 3.283 
PERRIER ORIGINAL EXTENSION (Mouth — Wash) 
MEAN STDERR MEAN STDERR Z 
QUALITY 5.1280 0.0660 4.4330 0.1240 4.9477 
PRICES 5.7060 0.0710 4.9670 0.1500 4.4530 
NATURAL 4.7830 0.0830 3.6500 0.1500 6.6090 
HEALTHY 4.6110 0.0720 4.3670 0.1390 1.5587 
PRESTIGE 5.5000 0.0780 4.1830 0.1660 7.1806 
IMPRESSION 4.783 3.417 
SUITABLE TO PRODUCE 3.117 PURCHASE INTENT 2.783 
NATIONAL ORIGINAL EXTENSION (Sun — glasses) 
MEAN STDERR MEAN STDERR Z 
LIFE 5.3000 0.0810 3.1500 0.1910 10.3632 
SAFETY 4.9940 0.0800 3.6500 0.1840 6.6986 
PROTECTION 5.0000 0.0850 4.2000 0.1910 3.8267 
MONEY 4.8940 0.0940 3.5830 0.1860 6.2907 
IMPRESSION 4.494 3.200 
SUITABLE TO PRODUCE 3.033 PURCHASE INTENT 2.250 
HOLIDAY INN ORIGINAL EXTENSION (Alarm-Clock) 
MEAN STDERR MEAN STDERR Z 
PLEASURE 5.3670 0.0680 3.0170 0.1590 13.5893 
RELAXATION 5.5330 0.0700 2.8830 0.1560 15.4984 
COMFORT 5.4890 0.0750 2.8330 0.1670 14.5082 
SERVICES 5.4780 0.0750 3.3170 0.2070 9.8152 
IMPRESSION 5.378 3.067 
SUITABLE TO PRODUCE 2.583 PURCHASE INTENT 2.117 
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Table 2.1 : Z-values of IBM's three extensions 
IBM Hi-fi system * Construction company * Sedan ~ 
2.0921 1 6.4576 3 3.5259 2 ~ 
Technology 4.9029 1 6.7359 3 5.5924 2~ 
4.7805 1 5.6105 3 5.3935 ""“2 
Services 4.6154 .1 5.0178 3 4.7620 2~ 
Innovation 3.8272 2 4.5037 3 2.3783 1 
Reliable 4.5963 1 5.4811 2 6.2738 3 
Powerfiil 4.2316 3 4.1692 2 3.2401 1 
Table 2.2 : Z-values of Perrier's three extensions 
Perrier Coke * Skin lotion * Mouth-wash * 
Quality 5.2332 2 6.1308 3 4.9477 1 
Prices 3.2982 1 4.0375 2 4.4530 3 
Natural 7.5045 3 2.8937 1 6.6090 2 
Healthy 7.3841 3 _ 1.6596 2 1.5587 1 
Prestige 7.1303 2 6.6568 1 7.1806 3 
Table 2.3 : Z-values of Rolls Royce's two extensions 
Rolls Royce (prestige-oriented) Practicality-oriented : Prestige-oriented : 
Personal computer Perfume 
Prestige or Practicality-oriented 11.5199 5.8165 
Table 2.4 : Z-values of Toyota's two extensions 
Toyota (practicality-oriented) Practicality-oriented : Prestige-oriented : 
Air-conditioner Yacht 
Prestige or Practicality-oriented -0.4148 -6.2513 
_ I 
* : the ascending order of the Z-values among the extensions for each feature 
1: means the smallest ； 3: means the largest 
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Table 2.5 : Z-values of National MutuaFs three extensions 
National Mutual Fire-alarm system * Calculator * Sun-glasses * 
Life 4.4600 , 1 14.3378 ^ 10.3632 2 
Safety 0.6892 1 13.9406 3 6.6986 
Protection 1.9560 1 13.1468 3 3.8267 2 
Money 4.3085 1 7.0247 3 6.2907 2 
Table 2.6 : Z-values of Holiday Inn's three extensions 
Holiday Inn Skiing equipment * Crystal Lamp * Alarm-clock * 
P I随 r e 2.6947 1 8.9148 2 13.5893 3 
Relaxation 3.1659 1 10.0126 2 15.4984 3 
Comfort 4.2048 1 6.5019 2 14.5082 3 
Services 5.1119 1 9.0939 2 9.8152 3 
* : the ascending order of the Z-values among the extensions for each feature 
I: means the smallest ； 3: means the largest 
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Table 3.1 : ANOVA test for the three extensions of IBM 
IBM F ratio F Prob. 
Overall impression 0.3182 0.7279 
Purchase intention 4.0087 0.0198 
Suitability to produce 0.0543 0.9472 
Table 32 : ANOVA test for the three extensions of Perrier 
Perrier F ratio F Prob. 
Overall impression 3.4567 .0337 
Purchase intention 1.6772 .1899 
Suitability to produce 3.1118 .0470 
Table 3 3 : ANOVA test for the two extensions of Rolls Royce 
Rolls Royce F ratio F Prob. 
Overall impression 31.7424 0.0000 
Purchase intention 21.6872 0.0000 
Suitability to produce 31.1022 0.0000 
Table 3.4 : ANOVA test for the two extensions of Toyota 
Toyota F ratio F Prob. 
Overall impression 7.1060 0.0088 
Purchase intention 5.3612 0.0223 
Suitability to produce 6.1953 0.0142 
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Table 3«5 : ANOVA test for the three extensions of National Mutual 
National Mutual F ratio F Prob. 
Overall impression 24.3966 0.0000 
Purchase mtcntion 20.3837 0.0000 
Suitability to produce 29.6020 0.0000 
Table 3.6 : ANOVA test for the three extensions of Holiday Inn 
Holiday Inn F ratio F Prob. 
Overall impression 17.3496 0.0000 
Purchase intention 11.7679 0.0000 
Suitability to produce 26.0690 0.0000 
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Set 1 - IBM Computer 
and 旧M Hi-Fi 
Frequency 
30 I — — 
0 ~ ^ ^ ^ ^ 1 1 十 ^ ^ I 
0 1 2 3 4 5 6 7 8 
Imp ress i on ( 7 = good ) 
1 = I已M Computer 
Ser ies 1 — S e r i e s 2 
D i s t r i b u t i on ot impress ion 
Figure 1 
Set 1 - Perner Mineral Water 
and Perr ier Coke 
Frequency 
30 
25 - :• 
0 T ZL- 1 1 I I 
0 1 2 3 4 5 6 7 8 
imp ress i on ( 7 二 good ) 
1= Per r ie r Water 
Ser ies 1 - ^ ― Ser ies 2 
D i s t r i bu t i on of Impress ion 
Figure 10 
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Set 1 - Rolls Royce 




0 卜 _ I ‘ 1 I 
0 1 2 3 4 5 6 7 8 
Imp ress i on ( 7 二 good ) 
1= Rolls Royce Car 
— S e r i e s 1 Ser ies 2 
D i s t r i b u t i o n of Impress ion 
F igu re 3 
Set 1 - Toyota 
and Toyota Air Condit ioner 
Frequency 
i i i i 
1 2 3 4 5 6 7 
Imp ress i on ( 7 - good) 
1 ： Toyota Car 
• \ 
— ~ Ser ies 1 Ser ies 2 
D i s t r i b u t i on of Imp ress ion 
Figure 10 
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Set 1 - National Mutual and 
Nat ional Mu tua l Fire A la rm System 
Frequency ‘ 
30 I 
0 1 2 3 4 5 6 7 8 
Imp ress i on ( 7 二 good ) 
1=Nalional M utual 
Ser ies 1 — ^ Ser ies 2 
D i s t r i b u t i o n of imp r ess i on 
F igu re 5 
Set 1 - Holiday Inn snd 
Holiday Inn Skimg Equipment 
Frequency 
30 
0 1 2 3 4 5 6 7 8 
Imp ress ion ( 7 二 good ) 
1 = Holiciay Inn 
Ser ies 1 Ser ies 2 
D i s t r i b u t i o n ot Imp ress i on 
Figure 6 
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Set 2 - 旧 M Computer 
and I日M Const ruct ion Company 
Frequency ‘ 
30 
0 1 -i- r 1 1 十 
0 1 2 3 ^ 5 6 7 8 
Imp ress i on ( 7 - good ) 
1 = IBM Compuler 
Ser ies 1 — ^ Ser ies 2 
D i s t r i b u t i o n o( Imp ress i on 
F igu re 7 
Set 2 - Pe「「ie「Mineral Water 
and Pe「ne「 Skin Lotion 
Frequency 
30 
g ~~~ I I I I 
0 1 2 3 4 5 6 7 8 
Imp ress ion ( 7 二 good ) 
‘ 1 : Per r ie r Water 
— ^ Ser ies 1 — ^ Ser ies 2 
D i s t r i b u t i o n of Imp ress i on 
Figure 6 
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Set 2 - Rolls Royce 






0 Y ‘ I 1 1 1 Jt 
0 1 2 3 4 5 6 7 8 
Imp r ess i on ( 7 = good ) 
1 = Rolls Royce Car 
Ser ies 1 — S e r i e s 2 
D i s t r i b u t i o n of Impress ion 
F igu re 9 
Set 2 — Toyota 






：巨 i i ^ ^gg^ 目 
0 1 1 1 1 
0 1 2 3 4 5 6 7 8 
Imp ress i on ( 7 二 good ) 
1 = Toyota Car 
— S e r i e s 1 —^― Ser ies 2 、 
D i s t r i bu t i on of Impress ion 
Figure 10 
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Se t 2 - N s t i •门 M u t u s I snd 
Nat ional Mutua l Calculator 
Frequency 
25 
15 - — • . “ … … “ . " . " . . \ 
0 ——I ‘ 1 十 \ ^ 、 ! 
0 1 2 3 4 5 6 7 8 
Imp ress i on ( 7 : good ) : 
1 = Nat iona l Mutua l 
Ser ies 1 — ^ Ser ies 2 
D i s t r i b u t i on ot Impress ion 
F igu re 11 
Set 2 - Holiday Inn gind 




0 f ""HI 1 1 I 
0 1 2 3 4 5 6 7 8 
Imp ress ion ( 7 : good ) 
‘ 1 = Holiday Inn 
Ser ies 1 Ser ies 2 
D i s t r i b u t i on of Impress ion 
Figure 10 
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Set 3 - 旧M Computer 
and IBM Motor Cair . 
Frequency ‘ 
30 — . 
25 -
;F 1 
0 1 2 3 4 5 6 7 8 
imp ress i on ( 7 二 good ) 
1 = I已M Computer 
Ser ies 1 —^― Ser ies 2 
D i s t r i b u t i o n of impress ion 
Figure 13 
Set 3 - Pe「「ie「Mineral Water 
and Pe「「ie「 Mou thwash 
Frequency 
25 
2 0 - + —：；：：— 
0 ——1 i 1 ！ I ~-T 
0 1 2 3 4 5 6 7 8 
Imp ress ion ( 7 二 good ) 
• 1 : Per r ie r Water ‘ 
— S e r i e s 1 — S e r i e s 2 
D i s t r i b u t i on of Impress ion 
Figure 14 
Set 3 National Mutual and 
National ~1utual Sun-glasses 
Frequency 
25rl------------------------~---------------------------------------------______ _. 
2 0 t-..................................................... ··························r···············~ 
1 5 I--....................................... ~ ......... , .. " .. ~ 
1 0 
5 
0' ___ I T, ~ 
o 2 3 4 5 6; 
Impression ( 7 : good) 
1 = National Mutual 
-- Series 1 -1- Series 2 
7 8 
Distribution at Impression 
Figure 15 
Set 3 - H 0 I id a y Inn ! and 
Holiday Inn Alarm-clock 
, 
F reQ ue ncy 
30 
: ~ r:::::::::::::::::::::::·::::·:::::.:·:::::: .. ··::::·: ... :::::::::::::::::::::::::::::::::;.:::::= ........ , ................................ J 
:: :::::::::::::::::~ ... : .. :::.::::::::.~.;::." ....................................... , 
I~I 
o 234 567 8 . 
Impression ( 7 : good) 
1 = Holiday Inn 
- Series 1 -1- Series 2 
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